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(57) ABSTRACT 

A system and method for providing online services for air 
travelers coupled with providing targeted advertising for 
online advertisers. More particularly, the invention allows 
air travelers to select online their seats, Seatmates, or both, 
while at the same time allowing advertisers to target these 
travelers based on any combination of user attributes made 
available from their flight information and personal profiles. 

Required Information 
Gender: . Female 

D Male 

Sleep 
C Other: 

To everyone 

Optional Information - Fill 

Upload a Picture 

Occupation: 
Age: 
Hometown: 

Hobbies and Interests: 

Favorite topics of conversation: 
Favorite books/magazines: 
Favorite movies: 

Favorite TV shows: 

Favorite sports/teams: 
Religious affiliations: 
Political affiliations: 

Interested in meeting for: (Check all that apply) 

out only the fields you wish to share. 

Display photo at all times. 
Show photo only to my seatmate once a 
connection has been made. 

Company during the flight 
O Social/business networking 

Dating: Men 
OWomen 
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: 20 
: 

User looks up a flight by submitting any combination of airline name, 
flight number, date and time of travel, and departure/arrival cities and 
airports. 202 

A flight, or a list of flights is returned based on user input, from which user 
can make further selection as necessary to locate their flight. 

203 

Once a user has located and linked to the webpage associated with his or 
: her flight, the user associates him or herself to that page by acknowledging 

they will be on that flight. 204 

If they have not done so previously, users will login or register at this 
s -> point. 

m 205 

User fills in preferences specific to this particular flight. 

206 

Users can pull up and view profiles of other passengers on the same flight, 
communicate with and invite one another to be seatmates. 

207 

If a connection is made and two people agree to be seatmates, they make 
arrangements to sit together, either on-site or off-site. 

208 
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Figure 3 

User login, 1st time users register and 
complete their general profiles. 

If they have not done so previously, users 

- as as as a as a as a as a as as a -s is as as s as as s - - - - - - - - - - - - - - - - - - - - - - - 

301 

: User indicates whether general or targeted 
advertising is desired. 

302 

Targeted 

Users specify the parameters of the general Users specify targeting criteria and 
ads in which they are interested. They advertising parameters. They upload and 
upload and preview their ads. preview their ads. 

303 

If they have not done so previously, users 
will login or register at this point. K 

ir - 
Ge. will login or register at this point. 

User purchases the ad and makes payment. User purchases the ad and makes payment. 

308 
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Figure 4 

southwest 2179 
January 4, 2005 || 1st Class 
.." Ps, Jane Thomas I am sitting in 

l e. Joe Gautam 1st Class 
Las Vegas V Karen Lisa 

Roger Kristen 
Alex 

Business Class 

Linda Raymond David P. 
Bill Emily Christine 

David Isabel I am sitting in 
Michael Wesley m Business Class 
Linette Angela 
Joanna Jeremey KContinue 
Dennis Peter - 

Phil James 
Coach 

Jerome Sam Perry 
Carol Jenny Ron I itting 
Warnessa Andrew K. Jason girl 
Robert Becca Daniel 
Bindu Alan Sue 
Susan Steve Dean 
Frank Andrew L. 
Patty Alex 

Yvonne &a 
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Figure 5 
Required Information 

First Name: Gender: Female 
Last Initial: O Male 

On flights, I like to: (Check all that apply) 
Work Read Watch movies Sleep 
Converse with seatmate Listen to music Other: 

Preferences: 

Make my profile available for viewing: 
To only those in my section. To everyone on my flight. To everyone 

Optional Information - Fill out only the fields you wish to share. 

Display photo at all times. 
Upload a Picture O Show photo only to my seatmate once a 

connection has been made. 

Occupation: 
Age. 
Hometown: 

Hobbies and Interests: 

Favorite topics of conversation: 
Favorite books/magazines: 
Favorite movies: 

Favorite TV shows: 

Favorite sports/teams: 
Religious affiliations: 
Political affiliations: 

Interested in meeting for: (Check all that apply) Company during the flight 
Social/business networking 
Dating: Men 

OWomen 
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Figure 6 
Flight Specific Preferences 

On this flight, I am looking for: 
a peaceful flight 
a moderate level of conversation/interaction with my seatmate 
a very sociable seatmate 

Selection process: 
I will browse and invite seatmate on my own. 
I will browse and invite seatmate on my own, but if no match has been made 
by twelve hours prior to take-off, assign me to my best match. (You will not be 
assigned to any seatmate where a connection was previously refused.) 
Match me to my best fit seatmate according to our profiles. 
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Figure 7 
Step 1: Find my flight 

User Login Airline : 
User ID: 

Flight Number: 
Date of Travel: 

Password: 

* Time of Travel: 

* Departure City (from): 

* Destination City (to): 
* Do not need if the first three fields are completed. 

Locate my flight 
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Figure 8 
Sample Bids: Illustrative Example 

Advertiser A: Arriving at all of U.S. (a) S. 15 
Advertiser B: Arriving at CA (a) $.25 
Advertiser C: Arriving at SF Bay Area (a $.35 
Advertiser D: Arriving at San Jose Mineta International Airport (SJC) (a) $.40 
Advertiser E: Arriving at SJC June 5-10, 2005 (a $.50 
Advertiser F: Arriving at SJC June 5-10, 2005, business class (a) $.65 
Advertiser G: Arriving at SJC June 5-10, 2005, business class females (a) $.75 
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SYSTEMAND METHOD FOR PROVIDING 
ONLINE TRAVEL-RELATED SERVICES COUPLED 

WITH TARGETED ADVERTISING 

CROSS-REFERENCE TO RELATED 
APPLICATIONS 

0001) This application is entitled to the benefit of Provi 
sional patent application Ser. No. 60/624,944 filed Nov. 3, 
2004. 

FEDERALLY SPONSERED RESEARCH 

0002) Not Applicable 

SEQUENCE LISTING OR PROGRAM 
0003) Not Applicable 

FIELD OF THE INVENTION 

0004 The present invention relates to a system and 
method for providing travel-related online services, coupled 
with targeted advertising based on user travel information 
and personal profile information. 

BACKGROUND OF THE INVENTION 

0005. Online travel and targeted advertising are two 
components of the Internet that are currently thriving. How 
ever, up until the present invention the two had not been 
combined effectively to maximize their advantages. There 
are many travel-related services available online that can 
yield information as to the future time and location of their 
users. For example, flight reservations, bus or train ticket 
purchases, and hotel reservations all reveal a likely future 
location and time of their purchaser. This information can be 
gathered together from being coupled to an online travel 
related service to produce a valuable targeting mechanism 
for ads. Seat selection and Seatmate selection are two Such 
services. 

I. Seat Selection 

0006 The airlines industry is in the midst of a financial 
crisis as many of the largest airlines are constantly on the 
verge of bankruptcy. The only airlines that have been 
thriving in the current market are low-fare airlines like 
Southwest, whose business model allows them to cut many 
of the costs incurred by traditional major airlines. One of the 
other ways that Southwest Airlines is able to cut costs is by 
having an open seating system. Whereas all of the traditional 
major airlines have assigned seating systems, Southwest 
allows passengers to choose from any available seat as they 
board the plane. This measure allows for faster turnaround 
times at the gates for boarding, eliminates expenses associ 
ated with assigned seating systems, and frees Southwest to 
employ a simpler, more cost-effective inventory system for 
their distribution system. 
0007. Not everyone is a fan of the open seating policy, 
derisively dubbed “the cattle call.” Its detractors complain 
about the rush to get in line and the long wait required to get 
the best seats. Despite the many customer complaints it 
receives, Southwest has thus far remained steadfast in keep 
ing its open seating policy and the resultant cost benefits. 
Conversely, due to customer demand, traditional major 
airlines have been unable to copy Southwest by switching to 
an open seating policy, even though it is more cost-effective. 
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An assigned seating system with lower costs or even profit 
potential would be a boon for the struggling airline industry. 

0008. The emergence of the Internet has also benefited air 
travelers by making available new online services and 
features. Before the Internet, only travel agents could book 
seats and Submit limited seating requests, such as window or 
aisle seats. Many airline and travel sites today allow ticket 
purchasers to view the seating layout of their flights and 
select their seats from the ones still available. There are even 
websites where travelers can look up the seating layouts of 
planes and gain insights as to which are the best and worst 
SeatS. 

II. Seatmate Selection 

0009 Seat selection may play a significant role in the 
level of comfort enjoyed by air passengers, but another 
factor with equal, if not greater, impact is the passenger 
sitting in the adjacent seat. Few things have more potential 
to influence the flight experience of a passenger, for better or 
for worse, than the person sitting right beside that passenger 
for the entire duration of the flight. An agreeable person in 
the next seat can greatly enhance the flight experience, while 
an incompatible personality can certainly detract from that 
experience. For Such a significant factor, the “compatible 
Seatmate” also represents a wide-ranging variable dependant 
upon each traveler's personality, preferences and circum 
StanceS. 

0010 Some travelers may just be looking for a peaceful 
flight, such as introverts who are more at ease keeping to 
themselves, business travelers with work to accomplish 
during the flight, or anyone else simply tired and needing 
rest. Others may desire to have more interactions with their 
Seatmates. An extrovert may seek another extrovert to 
engage in conversations, or an introverted individual want 
ing to Socialize may prefer someone extroverted who will 
jump-start conversations. 

0011. In addition, for these individuals who want to 
actively engage one another, the quality of their interactions 
could depend on how compatible they are personality-wise. 
If they could be matched up together based on complemen 
tary traits or commonalities such as shared interests, sense of 
humor, personal politics, favorite sports teams, etc., there 
would be a greater likelihood of them establishing a rapport 
and having a pleasant exchange throughout the flight. Also, 
Some passengers may be interested in meeting people for 
purposes beyond mere conversations during the flight. For 
example, some might be interested in making business 
contacts for their careers, while others may be looking for 
friendship or romance. For such individuals, if they had a 
way of knowing who else was going to be on their flight and 
the means to contact a person of interest and arrange to sit 
together, each flight would present a valuable social or 
professional meeting opportunity that is not purely depen 
dent on chance. 

0012 Allowing passengers to choose or have some input 
in selecting their seatmates would increase the likelihood of 
a pleasant flight experience while offering them a novel way 
to meet new people based on their personal preferences and 
objectives. As of November 2005, we have become aware of 
two businesses that aim to connect air travelers: Flight 
Club.org and Airtroductions.com. Neither of these sites offer 
seat selection services or targeted advertisements. 
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III. Online Advertising 
0013 With the rapid emergence of the Internet, the World 
Wide Web has become one of the fastest-growing mediums 
for advertisements. As online advertisers seek to maximize 
returns for their ad dollars, they are very concerned with 
targeting the right audience. Besides advertising on websites 
with the desired demographic of visitors, advertisers are 
looking to new methods and technologies to help them reach 
their target audience with more precision. 
0014 Some advertisers use information collected from 
web users (via cookies, spyware, Voluntary Submissions, 
etc.) to match their ads with users who fit the desired profile. 
Search-based advertising is another popular method where 
advertisers bid for keywords related to their businesses to 
target users who submit those same keywords to search 
engines. Finally, another useful way for advertisers to break 
down the web audience into relevant segments is by geo 
graphical locations. 
0.015 Most businesses are local in nature and have little 
to gain by advertising to the general audience beyond their 
market reach. The most obvious and common way for these 
businesses to connect with their local markets online is by 
advertising on popular local websites. In addition, search 
engines have been recently adding a feature where users can 
conduct localized searches by entering, along with their 
keywords, their geographical information Such as city and 
state, Zip code, telephone area code, or county name. Users 
IP addresses can also divulge the users’ physical locations at 
times. The additional information pertaining to the user's 
location allows advertisers to select their audience by both 
keywords and physical locality. Lastly, another known 
method of geographically targeting online ads involves the 
use of wireless devices that connect to the Internet and 
technologies which can track the locations of these devices, 
such as the Global Positioning System (GPS). The coupling 
of these two technologies enables an advertiser to target 
those wireless devices that are found within the vicinity of 
the advertiser's business. 

0016 All these solutions are designed to reach audiences 
presently located in a specified geographical region. How 
ever, they are less effective in reaching people who are not 
currently situated in that locality, but will be arriving at some 
time in the future. For example, people who are not current 
residents of a certain geographical area are not likely to be 
familiar with the popular local websites of that region. Thus, 
the chances are remote that they will visit these websites 
before arriving at that region. Furthermore, those who are 
located in one region are less likely to perform localized 
searches for another region on search engines. Any Such 
searches will be limited to those that can be anticipated by 
people who plan ahead before arriving at their destination. 
Finally, by design, people connected to the Internet through 
wireless devices will only receive the localized advertise 
ments when their presence within the designated area is 
detected by the location tracking technologies. 
0017. However, many businesses have a great deal of 
interest in reaching not only those who are currently located 
in their geographical markets, but also those who will be 
arriving at Some point in the future. For example, it would 
be highly advantageous for businesses that rely heavily on 
tourist dollars to advertise to visitors from all over the world 
who will be coming to their locality. Additionally, there are 
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Some advertisers, such as organizers of fairs and festivals, 
who are interested in people who will be arriving at their 
geographical areas during certain time frames. For these 
businesses to advertise nationally or globally would be a 
costly and highly inefficient means of reaching their narrow 
audience. 

0018 Sabre's “Virtually There' is the closest alternative 
currently available for advertisers wanting to target future 
visitors of the advertisers' geographical markets. When a 
traveler books a flight off-line through a Sabre travel agent, 
the agent will email a unique URL address to the traveler 
which links the traveler to the flight itinerary as well as 
contextually relevant, strategically placed ads on Virtual 
lyThere.com. Advertisers can target travelers by using cri 
teria Such as origination city, destination city, airline, class of 
service, gender, departure date, arrival date, and length of 
stay. However, “Virtually There' only targets travelers who 
book their tickets off-line. There is currently no comparable 
service to target travelers who book their tickets online. In 
addition, there is no guarantee when, if ever, the traveler will 
visit the URL and view the advertisements. 

BACKGROUND OF INVENTION OBJECTS 
AND ADVANTAGES 

0019. It is one of the objects and advantages of the 
present invention to give advertisers a precise and cost 
effective way to reach these future visitors at a critical time 
when the visitors are making plans and arrangements to visit 
their locale. For example, a Las Vegas resort could advertise 
to everyone flying into McCarran up through November a 
promotional package that includes tickets to its current 
show, and advertise a different promotion featuring its new 
show starting in December to everyone arriving thereafter. 
In addition, they can advertise “high roller packages with 
executive Suites to just those flying in first class. A bed and 
breakfast in Miami could target everyone flying into South 
ern Florida. Organizers of the Gilroy Garlic Festival can opt 
for everyone flying into the Bay Area the week of the 
festival. A nightclub in New York could specify singles 
flying into the city. Ads need not be location specific, and 
Palm will have the flexibility to introduce its latest rendition 
of the Treo Smartphone to everyone sitting in business class. 
0020. It is another object and advantage of the present 
invention to provide all air passengers with a more com 
fortable journey, whether they are looking for peace and 
quiet, an engaging conversation, or a professional, Social, or 
romantic relationship to extend beyond the flight's journey. 
0021. A further objective and advantage of the present 
invention is to offer airlines a more cost effective or prof 
itable system for employing an assigned seating system 
0022. Still further objects and advantages will become 
apparent from a consideration of the ensuing description and 
drawings. 

SUMMARY 

0023. I have invented a system and method for providing 
online travel-related services coupled with providing tar 
geted advertising based on travel and personal information. 
More particularly, the invention gives airline travelers the 
means to select their seats and seat companions online while 
providing advertisers the means to target these travelers 
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based on any combination of specific attributes. These 
attributes can include time, location, and other information 
that can be deduced from their flight data, as well as any 
other information submitted by the travelers intended to help 
them in the Seatmate selection process. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0024 FIG. 1 shows the architecture of the system in its 
preferred embodiment. 

0025 FIG. 2 is a flowchart of the air traveler's user 
experience of the system in its preferred embodiment. 

0026 FIG. 3 is a flowchart of the advertiser's user 
experience of the system in its preferred embodiment. 
0027 FIG. 4 shows a sample flight page of the preferred 
embodiment. 

0028 FIG. 5 shows a new user sign-up profile page of 
the preferred embodiment. 
0029 FIG. 6 shows the flight-specific preferences page 
of the preferred embodiment. 

0030 FIG. 7 shows the main menu homepage of the 
preferred embodiment. 

0031 FIG. 8 shows a hypothetical scenario of targeted 
bidding by advertisers for illustrative purposes. 

DESCRIPTION 

0032. The system is employed over the Internet, where 
travelers on clients connect to a web server and enter their 
flight information as well as any additional information 
intended to aid in the selection of a compatible seatmate. The 
web server utilizes databases which contain information 
related to flights and their passenger lists, the individual 
profiles of the passengers containing their personal prefer 
ences, and advertisers ads with their targeting criteria. 
Based on each traveler's input, the web server performs the 
requested service for the traveler and returns to the client 
appropriate service content as well as targeted advertising 
when there is a match between user input and an advertisers 
targeting criteria. 

0033 FIG. 1 shows the architecture of the preferred 
embodiment as it is to be deployed over the Internet. An 
advertiser on a client connects to the ad server over the 
Internet directly or after being directed there from the web 
server. The advertiser enters all relevant information regard 
ing his or her ad, including all parameters and targeting 
criteria, which are stored on the ad server or the ad database. 
A traveler user on a client connects to the web server over 
the Internet and enters his or her flight information. The web 
server then accesses the flights database to retrieve infor 
mation about the flight, including schedules and passenger 
lists. Ideally, there is also a schedules database which can 
keep the flights database updated on any changes in flight 
scheduling. The traveler user also performs a login, at which 
point the user's saved profile is retrieved from the passenger 
profiles database, or for first-time users, a new profile is 
created in the database. The flight information and user 
profile is shared by the web server with the ad server, 
allowing the ad server to return the appropriate, relevantads 
to the web server according to the advertiser's targeting 
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criteria. The web server then sends targeted ad content along 
with all the service content to the client of the traveler user. 

0034 FIG. 2 is a flowchart of the air traveler's user 
experience of the Seatmate selection process in the preferred 
embodiment. The user can begin by logging in at the start (at 
step 201), or the user can login at a later point (step 205). 
The Seatmate selection process starts with the user Submit 
ting any combination of identifying information regarding 
his/her flight intended to help the server pull up the right 
flight page (step 202). The server returns to the user the 
appropriate flight page, or if more than one flight matches 
user input, a list of flights from which the user can select the 
correct flight (step 203). Once a user has linked to the correct 
flight page, the user associates himselfor herself to that page 
by acknowledging he or she will be on that flight (step 204). 
At this point, if they have not done so previously, users will 
be asked to log in and, for first time users, complete a profile 
form (step 205). Next, the user will fill in their flight specific 
preferences (step 206). Finally, in step 207, users may pull 
up and browse the profiles of other passengers on their flight. 
If they find a promising potential seatmate, they may com 
municate with that person through the website and/or invite 
that person to be their seatmate. If a connection is made and 
two people agree to be seatmates, the final step is for them 
to make arrangements to sit together, either through the 
website or off-site on their own (step 208). 
0035 FIG. 3 is a flowchart of the advertiser's user 
experience in placing an order for advertisements in the 
preferred embodiment of the system. The user can begin by 
logging in at the start (at step 301), or the user can login at 
a later point (steps 304 or 307). At step 302, the user must 
specify whether they want to purchase general ads or 
targeted ads. If general ads are selected, the user will 
encounter step 303 where he or she must specify the 
parameters of the ad and agree to a purchase price. They will 
also upload and preview their ads at this step. If they have 
not already logged in by this point, they will be required to 
do so, and first time users must register and create an account 
which includes payment information (step 304). Finally, the 
user will review their order information and formally agree 
to the transaction (step 305). If, however, targeted ads were 
selected at step 302, the user will be taken to step 306, where 
they will specify their desired targeting criteria, bid 
amounts, and other advertising parameters. They will also 
upload and preview their ads at this step. If they have not 
logged in by this point, they will be required to do, and first 
time users must register and create an account which 
includes payment information (step 307). In the final step 
305, the user will review their order information and for 
mally agree to the transaction. 
0036 FIG. 4 shows a sample flight page of the preferred 
embodiment. Each flight page will prominently identify the 
flight airline and number, as well as other flight information, 
including date, time, and cities. It will also display the first 
names and possibly last initials of passengers on that flight 
who are interested in finding compatible Seatmates. These 
names will be divided into separate sections if the flight has 
more than one class of seats. There will be buttons that users 
can click to easily associate themselves with the flight or a 
certain section of the flight. There will also be a portion of 
the page set aside for targeted advertisements. 
0037 FIG. 5 shows a new user sign-up profile page of 
the preferred embodiment. Each user profile, which is to be 



US 2006/0095329 A1 

stored in a database, is divided into two parts. There is a 
required information section where completion is manda 
tory, and there is an optional information section where the 
users decide how much, if any, additional information they 
want to provide. 
0038 FIG. 6 shows the flight-specific preferences page 
of the preferred embodiment. This is a mandatory section 
where users must specify their preferences for this particular 
flight. Here, the user also has the option of having a 
computer assigned Seatmate based on compatibility. 
0.039 FIG. 7 shows the main menu homepage of the 
preferred embodiment. The users can log in right away, or 
they can start by first looking up their flight by entering their 
flight information. 
0040 FIG. 8 shows a hypothetical bidding scenario for 
targeted ads. To simplify the illustration, we will assume that 
there is only one winner, the highest bidder, for each traveler. 
Advertiser A would win and his ad would be displayed to 
everyone arriving at any state in the U.S. except for Cali 
fornia. Advertiser B's ad would be displayed to everyone 
arriving in California except those arriving at Bay Area 
airports. Advertiser C's ads would be displayed to all those 
arriving at Bay Area airports except for those landing at San 
Jose's Mineta International Airport (SJC). Advertiser D's 
ads would be displayed to everyone arriving at SJC except 
for those arriving there Jun. 5" through 10", 2005. Adver 
tiser Es ads would be displayed to everyone arriving at SJC 
between Jun. 5" and 10", 2005, except for those sitting in 
business class of those flights. Advertiser F's ads would be 
displayed to all business class passengers arriving at SJC 
between Jun. 5" through 10", 2005, except for the female 
business class passengers. Finally, Advertiser G's ads would 
be displayed to all female business class passengers arriving 
at SJC between Jun. 5-10, 2005. Adding to the hypothetical, 
if a new Advertiser H came along and wanted to target all 
passengers who had identified themselves as a doctor or 
physician at a price of S1, then all the previous advertisers 
would lose passengers who had identified themselves to be 
a doctor or physician in their profiles to Advertiser H. 
0041. The invention can be comprised of 1) seat selection 
and targeted advertising services, 2) Seatmate selection and 
targeted advertising services, or 3) seat selection, Seatmate 
selection, and targeted advertising services. 
0042. In its various embodiments, this invention can be 
implemented for each individual airline, or over multiple 
airlines. If seat selection is involved, users can hyperlink 
straight from their ticket purchase pages to their flight pages 
to make their seat selections. If users choose not to do so at 
the time of the purchase, or if they purchase their tickets 
off-line, they can visit the website at a later time and type in 
their reservation numbers or other flight information to 
access their flight pages and make their seat selections. If 
seatmate selection service is also offered, the users will also 
have the option of selecting Seatmates on the flight pages as 
described above. Furthermore, users will be able to login 
and update their profiles or preferences as they change. All 
advertising models known in the arts can be employed in 
alternative embodiments of the invention, not just the gen 
eral flat fee and pay-per-click models. A feedback section 
can be added to the personal profiles page where other 
travelers can comment on their flight experiences sitting 
next to that person. On a flight with multiple legs, an option 
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may be added where travelers can pull up all the legs of their 
flight by entering their booking or reservation number, rather 
than having to look up each leg individually. 
0043. While embodiments and implementations of the 
invention have been shown and described, it should be 
apparent that many more embodiments and implementations 
are within the scope of the invention. Accordingly, the 
invention is not to be restricted, except in light of the claims 
and their equivalents. 

I claim: 
1. A method of providing travel-related services coupled 

with targeted advertising over a network, comprising: 
maintaining a first database of ads and their targeting 

criteria; 
receiving a request to perform an operation linked to the 

travel-related services from a user over the network; 
performing the said operation; 
analyzing the said request to gather information regarding 

the characteristics of the said user; 

checking the said information with the said first database 
to identify the appropriate matching ads; 

returning the said appropriate matching ads along with the 
performed said operation back to the said user over the 
network. 

2. The method of claim 1, further comprising: maintaining 
a second database of user-volunteered personal profiles from 
which additions can be made to said information about said 
user, if the said user associates with one of the said personal 
profiles. 

3. The method of claim 2, wherein said targeting criteria 
is comprised of any combination of travel information and 
personal profile information, including geographical loca 
tion of arrival, date of arrival, dates of stay, geographical 
location of departure, date of departure, fare class, gender, 
age, occupation, hobbies, interests, and relational status. 

4. The method of claim 3, wherein said travel-related 
services deal with seat selection. 

5. The method of claim 3, wherein said travel-related 
services deal with Seatmate selection. 

6. The method of claim 3, wherein said travel-related 
services deal with both seat selection and Seatmate selection. 

7. The method of claim 1, wherein said targeting criteria 
is selected from a group of travel information that includes 
geographical location of arrival, date of arrival, dates of stay, 
geographical location of departure, date of departure, and 
fare class. 

8. The method of claim 7, wherein said travel-related 
services deal with seat selection. 

9. A system for providing travel-related services coupled 
with targeted advertising over a network, comprising: 

a web server for performing operations linked to travel 
related services and providing resultant information to 
a first plurality of client users over the Internet in 
response to requests from the said first plurality; 

an advertising server for providing advertising informa 
tion to said first plurality over the Internet; 

an advertising database for storing information including 
ads and their targeting criteria; 
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a first server side program, executed at the advertising 
server, to upload said ads and their targeting criteria to 
the said advertising database from a second plurality of 
client users over the Internet; 

a second server side program, executed at the web server, 
for analyzing a user request from the first plurality, 
gathering data about user characteristics of said user 
from the analysis, and communicating said data to the 
said advertising server; 

a third server side program, executed at the advertising 
server, for receiving said data from the web server, 
using said data to search the said advertising database 
for appropriate ads based on their targeting criteria; 
gathering said appropriate ads and communicating 
them to the web server; 

a fourth server side program, executed at the web server, 
for receiving said appropriate ads, packaging said 
appropriate ads with said resultant information for a 
final set of information, and providing the said final set 
of information to said user from the first plurality over 
the Internet. 
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10. The system of claim 9, further comprising: 

a user profile database for storing personal profile infor 
mation of said first plurality of client users: 

a fifth server side program, executed at the web server, for 
uploading and retrieving said personal profile informa 
tion to and from said user profile database; 

wherein the second server side program also determines 
from said user request if said user has a personal profile 
stored in the said user profile database, and uses the 
said personal profile when said personal profile exists 
in gathering said data about user characteristics. 

11. The system of claim 10, wherein the advertising server 
is included in the web server. 

12. The system of claim 9, wherein the advertising server 
is included in the web server. 


